Firms in today's world face great environmental turbulence due to ever-evolving competition, changing technology, fluctuating demand, disruption in the supply chain caused by man made or natural disasters, etc. High levels of environmental turbulence can paralyze a firm's operations. Actually competitive activity of the firm in this environments is depends on the firm's ability to change management and its flexibility. For this reason agility is an important determinant of firm success in hypercompetitive environments. Regarding high importance of agility and its different aspects, just a few researches are conducted concerning the formation of agility in organization. Based on dynamic view in competitive environments, the tools for achieving agility in organization are dynamic capabilities, so in this study we try to present and test the model of agility aspect formation in organization's agility structure based on dynamic capabilities of IT competency, entrepreneurial alertness and market agility in order to optimize competitive activities in IT industry of Iran.
INTRODUCTION
In today world, the organizations are faced with great environmental fluctuations and one of its reasons is that consumers' demands in highly competitive environments are changing. In order to create competitive advantage, the organizations must be able to feel customers' changing priorities immediately and respond to them. In other words, customers' agility means the ability to feel and respond to customer based opportunities in a rapid manner in order to make innovations and engage in competitive activities, a vital and necessary element for survival and success of organization. While agility of customers is very important in competitive environments, just a few researches have been done regarding the formation of customer agility in organization. In literatures relating to agility is stated that the main tool and fundamental element for achieving agility in organization is dynamic capability (Sambamurthy et al., 2003) . Dynamic capabilities are defined as follows: "the ability of organization in composing, producing and restructuring *Corresponding author. E-mail: Skhoddami@modares.ac.ir, internal and external competencies of organization in order to restrain highly changing environments" (Teece, 2007) .
Based on a few researches performed on the subject of dynamic capability in highly changing environments, we can refer to dynamic capabilities such as IT competencies, entrepreneurial alertness and market acuity. According to stated issues, the main objective of present research is presenting a model of formation customer agility based on dynamic capabilities of IT competencies, entrepreneurial alertness and market acuity in order to improve competitive activity. Three clear literary areas have been effective in conceptualization of research model. Firstly, the literatures relating to strategic management that forms the insight relating to the resources and dynamic capabilities, secondly, entrepre-neurial literatures that forms the insight relating to processes assigned to entrepreneurial alertness and finally the literatures relating to IT. The results of the study were expected to answer two research questions as follows:
1. How dynamic capabilities such as entrepreneurial alertness, IT competencies and market acuity are leading to the formation of customer agility? 2. How customer agility developes competitive activity in organizations?
Theoretical framework
In competitive market, there is an urgent need to development and improvement of flexibility and responding by organization. Today, many organizations and companies are faced with constant increasing and uncertain competition intensified with technological innovations, market environment changes and changing demands of customers. This critical situation has led to significant modifications in organization's strategic landscape, business priorities and revising traditional models and even contemporary models in order to improve competitive activity in such environments. In other words, we can say that past approaches and solutions are no longer able to address organizational challenges and external environment problems; or they are better to be replaced by new approaches and ideas. Therefore, one of the ways for responding to these factors of organizational changes and transitions and improving competitive activity is agility. In fact, agility is a new paradigm for competitive organizations and enterprises. The researches relating to agility are presented in Table 1 .
Despite the ambiguity reflected in the range of definitions, a number of characteristics emerge from the literature. First, agility is best viewed as an organizational capability, a set of organizational routines and Processes that produce a particular output (Dove, 2001) . This implies that a firm may be less or more agile than its competitors. Second, agility implies sense and response. Prior research suggests that strong sensing capabilities and responding capabilities are critical to firm success in turbulent environments (Haeckel, 1999; Zaheer and Zaheer, 1997) . Thus, organizational agility consists of two complementary dimensions: sensing capability and responding capability. Third, agility is especially important in dynamic, fast-paced environments (Zaheer and Zaheer, 1997) . Hence, the ability to sense and respond quickly constitutes an important element of agility. Finally, a firm may be agile in one or more domains, such as customer based processes, supply chain activities, or systems development (Sambamurthy et al., 2003) . Thus, agility can be domain-specific.
Taking these factors into account, we use the definition of firm's customer agility as the degree to which a firm is able to sense and respond quickly to customer-based opportunities for innovation and competitive action.
Regarding the importance of dynamic capabilities in formation of agility in turbulent environments, in present research we try to present the model of agility formation based on dynamic capabilities. Concerning dynamic capabilities of organization in changing and variable environments, some researches are conducted each of which emphasizing on one of dynamic capabilities in organization. Table 2 is a summary of those studies.
Regarding the importance of customer agility and the role of dynamic capabilities in its formation and based on conducted studies, we felt a research must be conducted to show the process of customer agility formation based on dynamic capabilities that eventually leads to expansion of competitive activities of organization. In present research, dynamic capabilities that impact customer agility are identified based on the definition of customer agility presented by Sambamurthy et al (2003) and Roberts et al. (2009) and Roberts and Graver (2011) as well as researches that are conducted in relation to dynamic capabilities and a model is also designed and finally we measure and assess the impact of customer agility on competitive activity in mentioned model.
Customer agility
Customer agility, making the customers cooperates in exploration and exploitation of opportunities for innovation and competitive activities. Nambisan states three valuable roles for customers on encouraging competitive activities of company: he describes it as a resource for innovative ideas, as a cooperator in developing good design and innovative services and as a user on testing the goods or helping other users to gain understanding about new products or services. (Nambisan,2002) customer agility is imposing company agility in customer voice for gaining market intelligence and discovery of competitive opportunities. Information technology provides opportunities for developing and optimizing virtual communities of customers and thereby provides agility in relation to the customer.
Based on review of the agility literature, customer agility is the degree to which a firm is able to sense and respond quickly to customer-based opportunities for innovation and competitive action. This definition includes key elements of agility identified earlier, including capability, sense and respond, and speed (Roberts, 2009) .
Conceptualizing competitive activity
It is important to note that rapid, simultaneous product introductions may have a negative impact on firm performance (Barnett and Freeman, 2001) . Competitive dynamics researchers have recognized this dilemma by conceptualizing and measuring various aspects of competitive activity, such as action repertoire complexity and rival action speed. Action repertoire complexity refers to the diversity of action types, e.g., pricing, marketing, product related actions, which are executed in a given time period (Miller and Chen 1996) . Firms that take more diverse actions may achieve superior performance because diverse actions enable them to generate more 
Author
Definitions of agility Goldman et al. (1995) Comprehensive response to the business challenges of profiting from rapidly changing, continually fragmenting, global markets for high-quality, customer-configured goods and services. Cho et al. (1996) The capability of surviving and prospering in a competitive environment of continuous and unpredictable change by reacting quickly and effectively to changing markets driven by customer designed products and services.
Gould (1997) Constantly reconfigure strategies and processes and examination of their marketing positioning. Bititci et al. (1999) The business' ability to quickly adapt and change in response to rapidly changing environmental conditions.
McGaughey (1999)
The ability of an enterprise to respond quickly and successfully to change. Sharifi and Zhang (1999) Ability to cope with unexpected changes, to survive unprecedented threats of business environment, and to take advantage of changes as opportunities.
Vernadat (1999)
The ability to closely align enterprise systems to changing business needs in order to achieve competitive performance. Yusuf et al. (1999) The successful exploration of competitive bases (speed, flexibility, innovation proactivity, quality and profitability) through theintegration of reconfigurable resources and best practices in aknowledge-rich environment to provide customer-driven productsand services in a fast changing market environment… the ability of a business to grow in a competitive market of continuous and unanticipated change, to respond quickly to rapidly changing markets driven by customer-based valuing of products and services. Day et al. (2000) The ability of an organization to thrive in a constantly changing, unpredictable environment.
Langer and Alting (2000) Agility is a means of thriving in an environment of continuous change by managing complex inter and intra firm relationships through innovations in technology, information, communication, organization design, and new marketing strategies. Schonsleben (2000) Agile firms are those who understand how to remain competitive by means of proactive amassing of knowledge and competencies. Bessant et al. (2001) The ability of a firm to respond quickly and flexibly to its environment and to meet the emerging challenges with innovative responses.
Dove (2001)
The ability to manage and apply knowledge effectively, so that an organization has the potential to thrive in a continuously changing and unpredictable business environment. Sambamurthy et al. (2003) The ability to detect opportunities for innovation and seize those competitive market opportunities by assembling requisite assets, knowledge, and relationships with speed and surprise. Sambamurthy et al. (2003) Customer agility is the co-opting of customers in the exploration and exploitation of opportunities for innovation and competitive action moves. Sambamurthy et al. (2003) Partnering agility is the ability to leverage the assets, knowledge, and competencies of suppliers, distributors, contract manufacturers, and logistics providers through alliances,partnerships, and joint ventures. Sambamurthy et al. (2003) Operational agility is the ability of firms' business processes to accomplish speed, accuracy, and cost economy in the exploitation of opportunities for innovation and competitive action. Arteta and Giachetti (2004) The ability to respond to unanticipated change (response ability) but also to act proactively with regard to change (knowledge management). Lin et al. (2006) Supply chain agility is the integration of customer sensitivity, organization, processes, networks and information systems. Overby et al. (2006) The ability of firms to sense environmental change and respond readily.
Van Oosterhout et al. (2006) Business agility is being able to swiftly change businesses and business processes beyond the normal level of flexibility to effectively manage unpredictable external and internal changes.
Fink and Neumann (2007) IT-dependent information agility is the ability to easily accommodate change in the way organizational users access and use information resources.
Fink and Neumann (2007) IT-dependent strategic agility is the ability to respond efficiently and effectively to emerging market opportunities by taking advantage of existing IT capabilities.
Fink and Neumann (2007) IT-dependent system agility is the ability to accommodate change in information systems without incurring significant penalty in time or cost.
Gallagher and Worrell (2008) The ability to sense and respond to changes in an organization's internal and external environment by quickly assembling resources, relationships and capabilities.
Setia et al. (2008)
An organization's ability to: (1) Discover new opportunities for competitive advantage; (2) Harness the existing knowledge, assets, and relationships to seize these opportunities; and (3) Adapt to sudden changes in business conditions.
Tallon (2008)
Business process agility is the extent to which a firm reacts to change by altering how it performs business activities.
Braunscheidel and Suresh (2009)
Firm's supply chain agility is the capability of the firm, internally, and in conjunction with its key suppliers and customers, to adapt or respond in a speedy manner to a changing marketplace, contributing to agility of the extended supply chain Table 2 . Research related to identification of dynamic capability in organizations. Sambamurthy et al., 2003 Digital options Raschke and David, 2007 Entrepreneurial alertness, IT dynamic infrastructure Rosenzweig and Roth, 2007 Knowledge channels, market acuity, fluid partnering Rai et al., 2006 Virtual integration, IT process systems Koch, 2010 Entrepreneurial alertness, digitized process unique advantages, which may be more difficult for competitors to imitate and compete away. Thus, while competitive activity is often considered to be a "good" thing, capturing multiple conceptualizations and measures of competitive activity creates a richer view of organizational phenomena in the competitive dynamics arena. Table 3 describes existing conceptualizations and measures of competitive activity. The key takeaway is that competitive activity measures how well a firm senses and responds to customer-based opportunities for Table 3 . Conceptualizations and measures of competitive activity.
Author

Dynamic capability
Conceptualization Description Reference
Action volume The total number of competitive actions carried out by a firm in a given time period.
( Young et al., 1996) Attack duration The time elapsed from the beginning to the end of a sequence of action events.
(Ferrier, 2001)
Attack unpredictability
The extent to which a firm's sequential order of competitive actions is dissimilar from one attack period to the next.
( Ferrier, 2001) Action repertoire complexity The extent to which a firm concentrates on carrying out a broad range of action types in a given time period, as opposed to a narrow range of action types. (Miller and Chen, 1996) Action execution speed The average amount of time that a firm spent to execute an announced action.
(Chen and Hambrick, 1995)
Action visibility
The average amount of information available about a competitive action that a firm initiated.
Action timing
The time elapsed between the date of a competitive action carried out by the market leader and the date of a preceding competitive action carried out by the challenger.
( Ferrier, 2001) innovation and competitive action (Sambamurthy et al., 2003) . Furthermore, taking multiple conceptualizations and measures of competitive activity into account provides greater understanding. We adopt this perspective by integrating competitive activity as our ultimate outcome of interest as opposed to firm performance or competitive advantage.
Digital options
IS scholars have drawn upon the RBV, dynamic capabilities framework, IT capability literature and real options thinking to conceptualize IT as a digital options generator that facilitates agility (Sambamurthy et al., 2003) . Digital options refers to a set of IT-enabled capabilities in the form of digitized work processes and knowledge systems. The firm's digital options are built on its organizational base of IT resources and capabilities. Examples of digital "options-like" capabilities include customer-side digitization (Barua et al., 2004) , supply chain process integration (Rai et al., 2006) , and procurement-process digitization (Mishra et al., 2007) . These digital options can extend the reach and richness of firm knowledge and processes (Evans and Wurster, 2000; Keen, 1991) , thereby contributing to organizational agility. Digitized knowledge capital captures the IT-enabled knowledge repository and the systems of interaction among organizational members to generate knowledge sharing of expertise and perspectives (Alavi and Leidner, 2001; Grover and Davenport, 2001) . Digitized process capital refers to the IT-enabled organizational work processes for automating, informating and integrating activities such as customer capture, order fulfillment, supply chain, product innovation, and manufacturing flow (Davenport, 1993; Garvin, 1998) . For example, customer-side digitization captures the extent to which a firm accomplishes day-today business activities electronically including transactions and information exchange facing customers (Barua et al., 2004) . A related digital capability is supply chain process integration, which is defined as the degree to which a firm has integrated its physical, financial and information flows with its supply chain partners (Rai et al., 2006) . Digitized knowledge and process was conceptualized along the dimensions of reach and richness. Table 4 describes the type of digital options.
Entrepreneurial alertness
In recent years, with development of entrepreneurial researches, identification of opportunities is considered Table 4 . Type of digital options (Sambamurthy et al., 2003) .
Type of digital option Definition Salient information technologies
Digitized process reach
Extent to which a firm deploys common, integrated, and connected IT-enabled processes. High reach is associated with processes that tie activity and information flows across department units, functional units, geographical regions, and value network partners.
Enterprise resource planning, supply chain management, customer relationship management, product data management.
Digitized process richness
Quality of information collected about transactions in the process, transparency of that information to other processes and systems that are linked to it, and the ability to use that information to reengineer the process. by researchers as the core of entrepreneurship. Obviously, identification of opportunities without relating it to entrepreneurship process would make it deviate from the form that is considered by us; so we can observe its irrefrangible relationship with entrepreneurship in definitions presented for opportunity identification. The emphasis on paying attention to opportunity and identification of opportunities proceeded to the point where many called it the heart of entrepreneurship. One of main factors impacting this process of recognition and development of opportunity is: entrepreneurial alertness. This term was firstly presented by Kerzener for stating identification of entrepreneurial opportunity; Rai and Kardozo (1996) believe that any type of opportunity identification by an entrepreneur is based on a kind of alertness that is enhanced by information. They name this: entrepreneurial alertness and defined it as "paying attention to and being sensitive to the information about the objectives, events and behavioral patterns in environment and paying special attention to the problems of producers and consumers, unsatisfied needs and new combinations of available resources. They also insisted that increased alertness would increase the possibility of opportunity identification. Entrepreneurial alertness was defined as the capability of company for discovery of market place, identification of market areas that are ignored, identification of opportunities and implementing the opportunities based on the background of company in terms of its activities. In this definition, the capability of entrepreneurial alertness is applied for understanding the differences between entrepreneurs and managers. They identified two clear capabilities for entrepreneurial alertness including: strategic foresight and systematic insight (Sambamurthy et al., 2003) .
Strategic foresight
The ability to predict discreteness of commercial environments, market place, information technology space, available threats and opportunities in market place and possible destructive movements of rivals. Foresight includes discovery of commercial opportunities in a coordinated manner in conceptualization of competitive activity. Foresight is vital for entrepreneurial actions, because it relates to the ability of predicting and imaging the inadequacies and opportunities of market for competitive activities (Christensen the companies develop their strategic foresight through personal vision of managers and their experiences and alertness of organization regarding innovative and competitive measures of rivals. The company in turbulent environment should possess strategic foresight capability in order to understand market opportunities with a hyperactive vision and if the company fails to do this, it would lose the opportunities. For understanding this fact that any opportunity is not suitable to be put in effect, the companies must be aware about opportunity options and also they must know that these options are exploited through their resources and competencies.
Systematic insight
Another capability is entrepreneurial alertness which is defined as: the ability to investigate the possibility of implementing opportunities inside the company based on resources and capabilities and also the ability to implement different capabilities and making mutual relationship between them and vital opportunities of market. Systematic insight investigates the market with viewing the possibility to implement the opportunities and also helps responding to customers' needs in a quick manner and development of innovative solutions in order to satisfy those needs and choosing suitable partners and leveraging their capitals (Raschke and David, 2007) . Figure 1 illustrates the conceptual framework. The following discussion formalizes this argument in seven research hypotheses.
CONCEPTUAL FRAMEWORK AND RESEARCH HYPOTHESES
Hypotheses relationships
Based on RBV theory, dynamic capabilities network, ITcompetencies literature and available actual options, IS thinker have identified IT as the producer of digital options that facilitate agility (Sambamurthy et al., 2003) . Digital options relate to those capabilities that are based on IT in the form of digitized business processes and knowledge systems. Digital options of company are formed based on organizational resources and IT capabilities. Digital options are divided to 4 categories: digitized knowledge reach, digitized knowledge richness, digitized process reach and digitized process richness. Some examples of the capabilities of digital options include: digitizing customer side (Barua et al., 2004) , merging the process of supply chain (Rai et al., 2006) , and digitizing procurement process (Mishra et al., 2007) . The options of digital process and options of digital knowledge increase customer agility through virtual communities and customizing and presenting the ordering and delivering the knowledge of product composition (Nambisan,2002) . According to what stated so far, we can present the relationships of following hypothesis:
H 1 : Digital options have a positive effect on customer agility.
Digital options can improve market acuity by many ways (Pavlou and El Sawy, 2006) . Firstly, digital knowledge options make the company able to access new information created in the market very quickly. secondly, based on digital process options, correct and quick connections made between information and data in organization boundaries and between the members of supply chain leads the company and its members to estimate the market collectively and hence market acuity would increase. Third, digital options provide easy access to new and stored knowledge and facilitate the ability of company and members of supply chain in detailing, interpreting and combining stored and new information, to facilitate knowledge assimilation. Fourth, digital options capability can increase the ability of problem solving by company and its supply chain members and make them able to build new knowledge in a direction that creates media value for real time interaction and combining key capabilities in order to develop useful applications for new knowledge. Therefore, the process of transferring the knowledge can more effectively be performed in the time when digital options are available. Eventually, the capability of digital options can enhance the ability of company and value chain members in pursuing the incentives of new product and finding new solutions, so exploiting higher knowledge is increased. Besides, we can describe the impact of digital options and market acuity trough bicyclic viewpoint. Digital options (particularly process options) can develop hierarchical arrangement of bicyclic sub systems consisting of company and its value chain partners and facilitate their conformity and adaptability (Wang et al., 2006) . Therefore, possessing bicyclic system, the capability of digital process options makes the company to possess a sensitive mechanism as the tools for understanding the most exact time when a media can be restricted with independent elements. When the elements existing in media become internally more limited and more independent in terms of number, their ability to display unimportant issues would decline, so: "the sand is a better media for displaying wind than the rocks". As a result, we can say that the competency of digital options help the company to understand market changes induced by customers, rivals and other players' behavior in market, so we can present following hypothesis: H 2 : Digital options have a positive effect on market acuity.
In addition to digital options that are introduced as one of the important dynamic capabilities, entrepreneurial alertness has also an active role in continuous formation of innovation and competitive activity. Entrepreneurial alertness is the capability of company for discovery of market place, identifying market areas which are ignored, identifying the opportunities and implementing them based on background of company. The capability of entrepreneurial alertness is also applied for understanding significant differences between entrepreneurs and managers which are as follows: strategic foresight, systematic insight ( Sambamurthy et al., 2003) . Strategic foresight is the ability to predict the discreteness of commercial environments, market place, information technology space, threats and opportunities existing in market place and possible destructive movements of rivals.
Foresight includes discovery of commercial opportunities in a coordinated manner in conceptualization of competitive activity. Foresight is vital for entrepreneurial actions, because it relates to the ability of predicting and imaging the inadequacies and opportunities of market for competitive activities (Christensen, 1997) . The companies develop their strategic foresight through personal vision of managers and their experiences and alertness of organization regarding innovative and competitive measures of rivals. The company in turbulent environment should possess strategic foresight capability in order to understand market opportunities with a hyperactive vision and if the company fails to do this, it would lose the opportunities. So we can state that one of the capabilities for achieving market acuity is strategic foresight.
H 3 : Strategic foresight has a positive effect on market acuity.
Systematic insight is another one of the aspects of entrepreneurial alertness that is defined as: the ability to investigate the possibility of implementing opportunities inside the company based on resources and capabilities and also the ability to implement different capabilities and making mutual relationship between them and vital opportunities of market.
Systematic insight investigates the market with viewing the possibility to implement the opportunities and also helps responding to customers' needs in a quick manner and development of innovative solutions in order to satisfy those needs (Raschke and David , 2007) . In general, we can say that systematic insight helps market acuity and visibility of opportunities and choosing feasible opportunities in order to form customer agility, so we can present following hypothesis: H 4 : Systematic insight has a positive effect on market acuity. H 5 : Systematic insight has a positive effect on customer agility.
Market acuity is the ability of company to observe the competitive environment clearly and predict the opportunities. Market acuity makes the company able to predict customers' needs and rivals' movements. Therefore, market acuity helps the company to have more sensitivity against priorities and requirements of customers and market place. To be sensitive to the needs of customers leads to closer relationship with them and is a downward supplement for supplier partners (Powell, 1995) Closer relationships with customers depend on strategic ability of company in identification of customers' needs and commitment extent of company in satisfying their needs. Closer relationships with customers and market place makes the company able to seek information from priorities and needs of customers in a hyperactive manner based on which, the company designs its activities in line with customers' needs, as a result the company is more respondent than ever (Clemons et al., 2003) . The insights obtained through this strong relationship with customers are used to increase the cost efficiency and operational effectiveness of company through organizational members who understand company's landscape very well based on which they have effective performance. When the companies achieve such an intimate and close relationship with customers, they can convert the needs of customers to competitive capabilities and present better products through strategic measures based on which the rivals can hardly intervene in affairs of those companies.
H 6 : Market acuity has a positive effect on customer agility.
Competitive activity includes market oriented movements which challenge the situation of market share or industry by innovation in products, services and channels. The companies that have a complicated set of resources and capabilities can achieve a suitable position for competitive activities. Through feeling and responding customer based opportunities, the companies would show higher levels of competitive activity. As a result: H 7 : Customer agility has a positive effect on competitive activity.
METHODOLOGY
From the aim of this research's viewpoint, this study is practical, while from the method of data collection and analysis' viewpoint, it is descriptive and of the correlative type (Harandi et al., 2008) . Statistical population of research managers of IT company in Tehran.The statistical population of this study consists of "managers of IT company in Tehran". The total number of IT company in Tehran is about 340 company. To raise theaccuracy and correctness of the analyses, the population samples were estimated with 181 company based on Morgan's table. Therefore, 300 questionnaires were distributed in a 3 month period between population samples randomly. After several attempts, 184 questionnaires were collected.
Statistical analysis
To test the various hypotheses formulated about the relationships between variables structural equation modeling (or path analysis) were conducted (Bentler, 1986) . It allows the testing of specified a priori models and the validity of relationships among variables set within theoretical structures.
Confirmatory factor analysis (CFA)
Confirmatory factor analysis was used in testing the measurement model, and the hypothesized factors. The measurement model of SEM allows the researcher to evaluate how well his or her observed (measured) variables combine to identify underlying hypothesized constructs. The validity of the construct is accepted if the model confirms the relationship between indicators and the construct of interest (Weston and Gore, 2006) . Anderson and Gerbing (1988) proposed a two-step model-building approach that emphasized the analysis of two conceptually distinct models: a measurement model followed by the structural model. The measurement model, or factor model, specifies the relationships among measured (observed) variables underlying the latent variables. The structural model specifies relationships among the latent variables as posited by Hoseinie et al. 12923 theory. The measurement model provides an assessment of convergent and discriminant validity, and the structural model provides an assessment of hypothesized relationships. The method of estimation was robust maximum likelihood with asymptotic covariance matrix of the sample variances and covariances.
Various indices yielded by LISREL to evaluate the quality of the fitted models were used. For the goodness-of-fit index (GFI), the adjusted goodness-of-fit index (AGFI), the comparative fit index (CFI), normed fit index (NFI), incremental fit index (IFI), and relative fit index (RFI) values of 0.90 or higher indicate a close fit between the model and the data. Bentler (1995) has suggested that the root mean square residual (RMSR) value should be as close to 0 as possible (< 0.1 shows reasonable fit), and Browne and Cudeck (1993) that a root mean square error of approximation (RMSEA) value of less than 0.08 represents acceptable errors of approximation in the population. Concerning the parsimony indices, the value of the normed chi-square (x 2 /df) should be inferior to 5 (Joreskog, 1969) .
Statistical analysis was performed using SPSS 15.0 (SPSS Inc., Chicago, IL) and LISREL 8.80 (Scientific Software International Inc., 2007) . P-values less than 0.05 (p < 0.05) were considered as significant.
RESULTS
The result of descriptive statistics is specified in Table 5 . The score of each variable was obtained by taking the average of the questionnaire items related to the variable.As can be said before, to determine whether univariate normality exists, the researcher examines the distribution of each observed variable for skewness and kurtosis. For the skewness index, absolute values greater than 3.0 are extreme (Chou and Bentler, 1995) and absolute values higher than 10.0 for the kurtosis index suggest a problem and values higher than 20.0 are extreme (Kline, 2005) .
The values of skewness and kurtosis for all variables are in the acceptable range suggested earlier. Thus, the univariate normality of the variables reasonably exists. This assumption is required for the optimality of parameter estimation method used in the path model.
Reliability analysis
To examine the reliability of the construct used, Cronbach's alpha reliability was computed, which this test if it may be assumed that a single common factor underlies a set of variables. The acceptable Cronbach's alpha reliability is 0.7.
The reliability of the scales are proved at moderate to good level for all variables (alpha > 0.7). Table 6 determines the result of Reliability analysis.
Structural equation modeling (SEM)
The SEM method used in this research follows a two-step approach (James et al., 1982; Anderson and Gerbing, 1988). Specifically, it is recommended to first estimate a measurement model, usually on the basis of a confirmatory factor analysis, before testing any structural model. For all subscales, were previously confirmed by CFA. CFA was conducted using the LISREL computer program (Joreskog and Surbom, 1996) . The robust maximum likelihood method with asymptotic covariance matrix was followed to examine the covariance matrices of the subscales and to estimate the parameters. Table 7 shows the fit indices of the models (measurement and structural models). χ 2 , chi-square; df, degrees of freedom; χ 2 /df, normed chi-square; RMSR, root mean square residual; RMSEA, root mean square error of approximation; CFI, comparative fit index; NFI, normed fit index; RFI, relative fit index.
Goodness of fit statistics for evaluation of model fit
Based on theoretical basis, structural equation model was considered. It allows the testing of specified a priori models and the validity of relationships among variables set within theoretical structures. Structural equation analyses were conducted using the LISREL computer program (Joreskog and Surbom, 1996) .
As shown in Table 7 , the models showed good fit indices for both measurement and structural models (x 2 /df < 5; SRMR < 0.1, RMSEA < 0.08, CFI > 0.90, NFI > 0.90, RFI > 0.90). Therefore, the fit of the models was confirmed by the indices and in the next step the relationships were evaluated based on the models.
The results of the parameter estimates of the measurement and structural models are Figures 2 and 3 and also Tables 8 and 9 .
The results of the parameter estimate and testing the coefficients of measurement model As can be seen in the Table 8 , all the parameters except y1, y9 and y17 were meaningful. For meaningful parameters, significant coefficients of measurement model confirmed the relationship between the indicator and corresponding latent variable; but for y1, y9 and y17, non significant coefficients not confirmed the relationship between the indicator and corresponding latent variable.
Path Coefficients and the results of significance tests
As can be seen in Table 9 , all the hypothesis except 3 were confirmed.
Conclusion
In present research, regarding the importance of dynamic capabilities in formation of agility in turbulent Sambamurthy et al. (2003) and Roberts et al. (2009) and Roberts and Graver (2011) for defining customer agility as well as studies performed about dynamic capabilities that are effective in agility, dynamic capabilities that are effective in customer agility are identified and a model is designed in this regard, and finally we assesses the impact of customer agility on competitive activity in this model.
In this part, based on results relating to statistical analysis, a general conclusion is obtained. Research model is based on fit index obtained from Lisrel software and it has a good fit and its validity is confirmed. Regarding the relationship between model variables, the first result relates to the positive impact of IT competency (digital options) and market acuity and aforementioned result indicates that digital options are important tools for achieving market acuity for organization; therefore, in order to increase their market acuity, the companies should enhance digital options, reach and richness digitized knowledge and digitized process, by applying relatad tools ( Table 2 ). The second conclusion relates to the positive impact of strategic foresight aspect originating from entrepreneurial alertness on market acuity. This conclusion indicates that one of the ways to increase market acuity is using individuals in organizational positions who not only have high managerial capability, but also they possess entrepreneurial capabilities for predicting and imagining the inadequacies and opportunities of market; in addition the company should be smartly aware of innovative measures of rivals. The third conclusion of present research relates to the negative impact of systematic insight aspect of entrepreneurial alertness and market acuity based on which, the hypothesis relating to positive relationship between systematic insight and market acuity is rejected. The fourth conclusion relates to the positive impact of market acuity on customer agility that indicates one of the capabilities that helps the formation of customer agility in organization is market acuity, that is, the ability of organization in seeing the whole competitive environment and predicting undiscovered opportunities of market and predicting customers' needs and rivals' movements in a hyperactive manner that are in conformity with presented model of IT competency and entrepreneurial alertness of managers and organizational personnel that help market acuity. The fifth conclusion relates to the positive impact of IT competency (digital options) and this conclusion is consistent to studies of Samborty et al. (2003) and Nambisan (2002) , and this indicates that digital options are important tools for achieving the capability of customer agility in organization. As a result, in order to increase the capability of customer agility, the organizations should invest on digital options and enhance them in organization. The sixth conclusion relates to the positive impact of systematic insight aspect on customer agility that indicates this capability of organizational individuals, that is, the ability to investigate the feasibility of opportunities inside the context of company based on resources and capabilities and also the ability of implementing mutual relationships between different capabilities of company and vital opportunities of market in order to form customer agility and increase responding to the customer. The final conclusion relates to the positive impact of customer agility and competitive activity. Based on this conclusion we can state that customer agility is an important capability for improving Hoseinie et al. 12927 competitive activity and in order to develop their competitive activity in turbulent environments, the organizations must increase their customers' agility that is consistent to presented model and indicates that increasing customers' agility ability depends on improvement of other dynamic capabilities of organization including IT competency, entrepreneurial alertness and market acuity. For generating customer agility and improving competitive activity in turbulent environments following suggestions are presented:
1. Since the results of digital options research are confirmed as a platform in generating market acuity and customer agility capabilities, the organizations are suggested to generate and use different digital options such as intranets, data bases, knowledge repository, advanced knowledge technology, virtual conference systems, cooperation based tools for sharing the knowledge, planning for organizational resources, value chain, customer relationship management, supporting technologies for analytical decisions and detection. 2. Employing the managers who have not only managerial capabilities and abilities, but also possess entrepreneurial ability in the field of opportunity identification, namely the individuals who possess the following capabilities: those who pay attention to and are sensitive to information relating to objectives, events and behavioral patterns in environment and pay special attention to the problems of producers and consumers and unsatisfied needs and can generate new combinations of available resources.
